In today's dynamic business world, enterprises which are innovative, open-minded, knowledge-creating can keep their assets as powerful players on the market. In this challenging competitive environment, enterprises need a realistic and sustainable vision. Sustainability, recognisability and easy accessibility are important for enterprises. One of the necessities for achievement is an effectively managed brand. Creating effective brand value in the domestic and foreign markets requires strategic moves. Branding is one of the most critical concepts for businesses to reflect themselves and reach their customers.
INTRODUCTION
Nowadays, the use of the brand as a marketing variable is an important competitive tool for businesses. For this reason, it is important for businesses to decide which brand strategy to apply. Whatever brand strategy is used, the foundation for the implementation of brand strategies (brand architecture) for businesses is a strategic tool. The selected brand strategy will be a significant influence on the effectiveness of the marketing efforts of the enterprises (Sönmez, 2010) .
The traditional approach is to communicate with the customer through only a few channels such as radio, television, printed media, etc., as it is not too difficult to convince the customer, and because the competition is not too much; most of the company's products could easily be sold, and the customer itself is not in big expectation. The customer basically concerns about the functional benefits of the product buys the product or service accordingly. Consumers can compare all brands in a very short time. It basically focuses on its own benefit. Even in the face of a small mistake, the brand can leave. In such a challenging environment, the best means of competition is to 'become a brand'. The main goal of every company should be building the brand in minds. The most competitive advantage in the current business world is to become a brand and to have branded products (Ünalan, 2015) .
The main aim of the branding is to gain competitive advantage through distinctiveness, awareness and the emotional plus benefit-based relationship established by the consumer and the customer. The branding effort may also aim to provide a distinction based on a product, idea or image. In order to create and manage a successful brand, it is necessary to recognize the target consumer or potential customers according to their motivation, enjoyment, preferences, needs, and expectations. In order to ensure successful branding, the processes such as identity, positioning and awareness of the brand are carried out without supporting the objectives of the campaign and supporting each other (Alikişioğlu, 2012) .
Whatever the size of their enterprise is, there are certain features that make sense for current and potential employees. These features are the reasons why they prefer the enterprise. These features cause a sense of branding in the minds of people about the business. The studies have shown that employees who have a strong employer brand increase their level of commitment, their motivation and performances, the number and quality of applications and accumulate more qualified employees in their organizations, where also decrease recruitment costs, make long term impact, increase managerial satisfaction, culture, and their competitiveness (Baş, 2011) .
The strategy is a kind of plan. It is more dynamic than routine plans and requires t the competitors' possible actions that can affect the outcome of the business (Baş, 2011) . Markets should have a vision with awareness of change, and can make the brand live in the long run with integrated strategies by taking the appropriate steps (Ünalan, 2015) .
The brand strategy is expressed as a long-term plan to achieve the brand's goals. However, if there is a confusion that the brand is a product, name, website or logos in the company, it is necessary to understand that the concept of the brand is not only a complementary element, but also includes the values, feelings, habits and place of the consumer. Every day, a new brand enters to the market and consumers come across a physical or digital brand bombardment. Brands willing to exist without being victims of the consumer's tiredness need to reflect their company's goals on their brands and determine their commitment to the consumer's contribution to life with clear lines. As new channels appear every day, the communication, the word, the message and the visual in each channel need to show a consistent line, attitude and expression. Consistent activities that increase the brand's recognition acceleration also serve as a reinforcer in terms of customer loyalty. To carry out the communication demanded by the new generation consumers, to smooth the transition between the electronic devices, to adopt the language of the mark with the platform's own language and to make the messages invisible but powerful, are the notes leading to the success of the consistency move (Moralıoğlu, 2016) .
Global companies, that is, brands operating in international markets, need to apply strategies that are in line with the local values of the different countries in which they operate. When the local customer expectations, culture structure, habits, traditions, lifestyle etc, are understood and are not adapted accordingly, the products can not be kept in new and different markets, can't be successful and in a short time, they may have to leave the market or change products. While products are adapted accordingly to socio-cultural differences, the factors such as climatic conditions of the local market, development levels of countries, religious structure, income level, packaging and labeling, taste should be considered. In addition, it is also possible for companies to maintain their brand identities using global messages, while making appropriate adjustments to their market. However, if the given current message is contradictory to the cultural or product that is adapted to the country, it may be necessary to create a completely new message (Moralıoğlu, 2015) . It is stated that Turkish firms do not follow a certain analysis method when they enter new export markets and therefore major parts of the big picture are not noticed (Gider, 2016) .
One of the most important branches of the Turkish forest products industry is the furniture industry. Turkish furniture industry has a heterogeneous structure which is consisted numerous enterprises with micro and macro structure. Because of these heterogeneous structures and the multiplicity of structural and economic problems they have, enterprises need the change and improvement. Customers are at the forefront of effective determining factor when most of the business are taking a decision. This study is aimed to determine brand management strategies of furniture enterprises. Accordingly, current brand studies, brand assets, future plans related to brands, how their brands are seen in comparison with other brands in the sector, and their views on how their brands are transforming have been determined.
MATERIAL and METHODS
The main purpose of the research is to determine brand management strategies of furniture companies. The brand assets of the furniture enterprises, the importance of perceiving the brand value and the importance given to the brand have been questioned.
The sample of the survey is limited to the provinces of Ordu and Giresun in the Black Sea region of Turkey. It has been targeted to reach all the furniture enterprises operating in Ordu and Giresun.
The survey form was used as data and information gathering tool in the research. The prepared questionnaire was applied on a sample and the clarity and clarity of the questions on the questionnaire were tested. With the information gathered, necessary regulations were made in the questionnaire form and the questionnaire form was put into practice. Surveys were conducted with authorized interviewers at face-to-face meetings. Survey work was created via Google Drive and responded online by sending them to their email address. 45 enterprises responded the questionnaire forms. The survey was conducted in July and August 2018.
The data considered in the study consist of demographic information for determining the characteristics of the enterprises and statements aimed at evaluating the brand management strategies of the enterprises 5 Likert scale (Strongly Agree, Agree, Undecided, Disagree, Strongly Disagree), yes / no questions and multiple choice questions were used to the evaluations of the enterprises being questioned with 23 items.
RESULTS

Demographic
Information:
The furniture enterprises participating in the survey, 66,7% were in Ordu (30 enterprises) and 33,3% were in Giresun (15 enterprises 55,6% of the respondents are business owners, 22,2% are professional managers, 11,1% are engineers / architects / technicians, 11,1% are employees. 84,4% were male and 15,6% were female. 33,3% of the respondents were aged 33-39, 28,9% were aged 40-46, 13,3% were aged 47-53, 11,1% were aged 26-32, 6,7% are 19-25, and 6,7% are in the 53 and over age group. According to educational status, 42,2% of respondents were university graduates, 26,7% were vocational high school graduates, 15,6% were high school graduates, 8,9% were primary education graduates, 4,4% were secondary education and 2,2% is postgraduate people. 31,1% of the enterprises were in the organized industrial zone, 31,1% were in the urban neighbourhood, 31,1% were the small industrial sites and 6,7% were in the free zones. Number of employees was between 1-9 in 64,4%, between 10-49 in 33,3%, and between 50-249 in 2,2%. There were no businesses with 250 employees. There were 9 engineers, 12 architects, 28 technicians and 11 industrial designers. It was stated by managers that 77,8% of the enterprises had medium level technology, 20% had high level technology and 2,2% had low level technology. The average capacity rate of the enterprises in the last one year was 63% on average.
Assessment of Brands and Process for Orientation to National/International Target Markets Conceptual Awareness:
The ratios of strongly agree and agree responses from 23 questions prepared at the 5-Likert scale (Strongly Agree, Agree, Undecided, Disagree, Strongly Disagree) are shown in Table 1 .
In the brand communication, the percentage of the enterprises using social media is 86,7%. The most used social media channels in brand communication are Facebook and Twitter. This is followed by WhatsApp, Twitter, Google+ and Linkedin respectively. YouTube, Pinterest, Skype, Snapchat, social media channels have never been used. Firms that did not use any social media channels accounted for 4,4%. The distribution of social media usage according to the establishment years of the enterprises is shown in Table 2 and 3.
The factors that play an important role in the continuity of the brand from the enterprises were required to be marked. According to this, the answers given by the enterprises are shown in Table 4 as percentage and frequency distribution. Enterprises are most likely to attach importance to an innovative, sustainable vision and trust-based criterion.
73,3% of the enterprises gave a positive answer where 26,7% answered no, for the question "Do you produce content in the name of branding / brand development / sustainability recognition / development in social media?".
The first 3 tool markings which are most important for the brand promotion are requested to mark from the enterprises. According to the this, in decreasing order, 73,3% brochures / catalogs, 60% social media groups, 53,3% magazines / newspapers / other printed publications, 20% fairs / invitations and similar events, 20% internet advertising, 17,8% TV commercials, 8,9% cinema take place. 
Percentage (%)
We are recognized by our customers (our target kit). 91% It is important to give importance to the feelings and needs of the target group and to recognize them well. 89% Customers can easily contact us when they have problems with our brand. 87% Our mark affects our target customers' purchasing decision positively. 84% We can perceive our customers' expectations / demands correctly 84% We can quickly catch up with our clients' new demands or even more difficult expectations. 84% It is important to whom our mark will address (target not set). 82% Meeting our customer requirements is our high performance 82% Positive relations with major customers / units in the sector 82% Producing the right content for branding / branding is very important. 80% We are striving to develop products and services that will strengthen our reputation and market perception 80% We are a brand that can provide effective solutions to our customers' problems in short time. 80% We follow the judgments and values created by our products and services in the market. 76% We are recognized in the market we are in. 76% We are a powerful player in the market we find. 62% We have efforts to increase brand value. 60% Our mark is in a "transformation / restructuring" process. 56% We have an actively managed brand. 51% We are actively using advertising channels on the domestic market. 40% We have a brand value at Turkey market. 24% We receive corporate communication consulting. 20% We have a brand value in the overseas market. 13% We are actively using advertising channels in international markets. 9% 
DISCUSSION and CONCLUSION
In today's dynamic business world, enterprises which are innovative, open-minded, knowledge-creating can be keep their assets as powerful players on the market they are in. In this challenging competitive environment, enterprises need to have a realistic and sustainable vision. Sustainability is an important focus for enterprises. Being recognizable and easy accessibility are the goals of each enterprise. One of the necessities to achieve this is to have a brand that is effectively managed on the market. Creating effective brand value in the domestic and foreign markets requires the existence of strategic studies. In the competitive environment where there is a rapid change and transformation, brand concept is one of the most critical concepts for enterprises to express themselves and reach their customers.
In this context, data were collected with survey method from 45 furniture enterprises reached from Ordu and Giresun provinces which are located in Black Sea Region of Turkey. Given the demographic structure of the respondents, two-thirds of the enterprises are in Ordu and one-third of those are in Giresun. Private companies (62,2%) and enterprises established between 1981 and 2010 are concentrated. The vast majority of respondents were business owners and university graduates. It has been determined that 77,8% of the enterprises have the moderate technology, 20% have high technology and average capacity utilization rate is 63% in the last one year.
Most of the furniture companies of Ordu and Giresun (91%) stated that they are recognized by the customers, namely the target groups. A similar majority (89%) stated that they agree that "it is important to pay attention to the feelings and needs of the target group and to recognize them well." The results show that Ordu and Giresun furniture firms are in good communication with their customers, they can correctly perceive their expectations / demands, and they are easily accessible to brands.
It is seen that brand images have a positive effect on the decision-making process of the customers and that they attach importance to the target groups of the companies. Enterprises stated that their customers are able to keep pace with their new demands or more difficult expectations and those they have a high level of success in meeting customer needs and are able to provide effective solutions to their customers' problems in a short period of time. It is seen that the relations with important customers/units in the sector are also positive.
Enterprises are aware that producing the right content for branding / branding is very important. They are also endeavouring to develop products and services that will strengthen their reputation and market perceptions. Enterprises are known in the market and they are following the judgments and values of the products and services in the market. 62% of the enterprises see themselves as a strong player on the market they are in. There are studies to increase brand value, and again at similar rates (56%), their brands are in a "transformation / restructuring" process. Considering all these positive views, only 51% of companies have indicated that the brands were effectively managed. The effective use of advertising channels in the domestic market (40%) was found to be quite low in spite of the high recognition of their company in the market. The proportion of businesses indicating that they have a brand name in Turkey's market value was 24%. Participants in the survey indicated that only one of the furniture companies had corporate communication consultancy. Only 13% of firms have a brand value in the international market and 9% have used advertising channels effectively in international markets. 73,3% of the companies stated that they were producing content on the internet in the name of branding / brand development / sustainability recognition / development on social media.
Brochures / catalogues (73,3%), social media groups (60%), magazines / newspapers / other printed publications (53,3%) are the most important means of brand promotion of businesses. Fair / invitation etc. events, internet advertising, TV commercials, cinema have become the least preferred brand promotion channels.
According to the general structures, firms that are seen as micro, small and medium scale are known as brands on the market they are in, but they are not yet located in the domestic market all over the country. The fact that they are working on brand management shows that businesses are conscious of this issue and their awareness levels are in good condition. There are fewer companies that target overseas markets and work in this field. This may be attributed to the fact that the majority of businesses are micro and small-scale local businesses.
It seems that YouTube channel has never been used by enterprises. However, the prospective customer group in the near future is now heavily following YouTube. Enterprises should also use the social media tools to reach young people in their 18-24 of age group who are the new generation, that is called the future customers.
